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Supreme Court decision on FDA authority 


Four recent Supreme Court decisions uphold Food & Drug Administration’s (FDA) proce- 
dures for removing ineffective prescription medicines from the market. 


The decisions clear the way for FDA to ban a class of drugs as a group—rather than in 
brand-by-brand or case-by-case actions—if the drugs have not been proven to work as claimed by 
manufacturers. This means FDA will be able to move more quickly to take ineffective drugs 
off the market because it will not have to hold hearings on each drug. 


In its rulings on these cases, the Supreme Court also gave general approval to FDA’s use 
of similar procedures to ban ineffective over-the-counter drugs. 


Phase 32 


President Nixon on June 13 ordered a 60-day freeze on all prices paid by consumers & on 
wholesale prices. The only exceptions to the new price freeze are unprocessed raw agricultural 
products at the farm level & rents. Wages, interest & dividends remain under the control sys- 
tem of Phase 3 of the President’s economic stabilization program. 


The President’s new action to control the economy—known as Phase 3!—freezes prices at 
the level in effect during the period June 1-8. Retail stores, except food stores, must provide in- 
formation on freeze prices to consumers upon request. In a procedure similar to that of Phase 1 & 2, 
consumers must fill in a form in a store to get information on the store’s freeze prices. The store 
must reply within 2 days. Food stores must have freeze price information on hand for inspection by 
consumers on request. Ceiling prices on meat & meat products must be posted as directed by Cost of 
Living Council (CLC) in March. 


The 60-day freeze will give the CLC time to develop & put into operation a new sys- 
tem of controls on the economy. The President said: “This new Phase 4 of controls will be 
designed to contain the forces that have sent prices [especially food prices] so rapidly up- 
ward in the past few months. It will involve tighter standards, more mandatory compli- 
ance procedures than under Phase 3. It will recognize the need for wages & prices to 
be treated consistently with one another.” The President directed CLC to develop Phase 4 
measures that will stabilize food prices at the retail level & gasoline prices at the service sta- 
tion level. 


Phase 1 of the economic stabilization program began with a 90-day wage, price & rent 
freeze on Aug. 15, 1971. Phase 2, with controls on wage, price & rent increases rather than a freeze, 
began Nov. 14, 1971. Phase 3, a modification of Phase 2 with less control & red tape, began Jan. 11, 
1973. [CONSMUER NEws: Sept. 1971; Oct. 1, 1971; Oct. 15, 1971; Nov. 1, 1972; Feb. 1, 1973.] 








FTC inquires about deodorant claims 


Federal Trade Commission (FTC) has ordered 8 manufacturers of anti-perspirants & de- 
odorants to document advertising claims for their products. Firms & their products are 


@ The Gillette Co.—Right Guard, Soft & Dri; 

® Carter Products Division of Carter-Wallace Inc.—Arrid Extra Dry; 

e@ Bristol-Myers Co.—Dry System, Ultra Ban, Ban Roll-On, Ultra Ban Powder Spray; 
@ Procter & Gamble Co.—Dry Formula Secret; 

@ Mitchum-Thayer Inc.—Mitchum; 


Sterling Drug Inc.—Body All; 
@ Leon Products Inc.—Certan-Dri; 
@ Mem Co. Inc.—English Leather Plus; 


FTC says the orders do not suggest that the companies are guilty of violating any FTC reg- 
ulations. The agency is gathering information as part of its program to determine what proof 
exists to document advertising claims. 


These statements are typical of the claims FTC wants substantiated: 

e@ Arrid Extra Dry is the only anti-perspirant which contains the one spray ingredient that 
helps stop wetness best. 

e Ban Roll-On will keep all users drier than if they used any leading spray anti-perspirant 
under the same conditions. 

@ Dry Formula Secret is an effective anti-perspirant which won’t sting the skin under any 
circumstances. 


FTC has already required ad substantiation from manufacturers of many other consumer 
products, including air conditioners, electric razors, dentifrices, tires & pet foods. 


..as well as shampoo claims 


In another phase of its program to get documentation for certain advertising claims, Fed- 
eral Trade Commission (FTC) has ordered 11 makers of shampoos to furnish documentation for 
claims for 17 brands of shampoo. FTC requested that the substantiating material be accompanied 
by a summary to aid consumers in understanding the documentation. Firms & their products 
are the following: 

@ Alberto-Culver Co.—Alberto Balsam Shampoo & Alberto Balsam; 

e American-Cyanamid Co.—Gold Formula Breck Shampoo & Breck One Dandruff Shampoo; 

@ Block Drug Co.—Tegrin Medicated Shampoo; 

@ Bristol-Myers Co.—Clairol Herbal Essence Shampoo & Great Body Protein Conditioner 
Shampoo; 

@ The Gillette Co—Lemon Up Shampoo; 

@ Helene Curtis Industries Inc.—Everynight Herb Shampoo, Everynight Balsam Shampoo 
& Enden Shampoo; 

Johnson & Johnson—Johnson’s Baby Shampoo; 

The Mennen Co.—Protein 21 Shampoo; 

Procter & Gamble Co.—Head & Shoulders Shampoo; 

Redken Laboratories Inc_—RK Organic Protein Shampoo; 

The Wella Corp.—Wella Balsam Conditioning Shampoo & Wella Balsam. 


Following are typical claims for which FTC wants substantiation: 

e@ Alberto Balsam Shampoo is a rich, natural shampoo that conditions as it cleans. 

@ Johnson’s Baby Shampoo will not cause any harm to the eyes or hair of the user under 
any circumstances. 

@ Use of Protein 21 will enable any person whose hair has lost protein to replace all the 
protein lost. 


FTC has emphasized, as it did with its ad substantiation orders for deodorants & anti- 
perspirants, that it is not filing complaints against the companies nor is it suggesting that they 
are guilty of violating FTC’s rules or regulations. 
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Be thrifty with energy—help to avoid blackouts & brownouts 


Demand for air conditioning during the summer puts a strain on the nation’s electricity 
supply. Even if there is little demand for air conditioning in your area, the demand in another 


city or another state can affect the power supply where you live because of the interconnections 
among the nation’s power companies. 


Interior Dept.’s Office of Energy Conservation (OEC) warns that because of the possibility 
of power shortages in urban areas, Americans everywhere should be thrifty with energy this 
summer. The difference between being careless & being thrifty can be a blackout (no power) 
or a brownout (a reduction in voltage by electric companies to try to avoid a blackout). 


Here are energy saving tips from OEC & National Bureau of Standards (NBS): 

e Turn off television sets, radios & phonographs if you are leaving the room for awhile. 

e@ Avoid running heavier appliances (washers, dryers & dishwashers) during the peak power 
demand period of 9 a.m. through 5 p.m. 

@ Check refrigerator & freezer doors (they should be air tight) & condenser coils (they 
should be kept clean of dirt & lint). 

@ Restrict use of lights, hot water & electric or gas stoves—in addition to the energy they 
use themselves, they create heat, which means more work for your cooling system. In particu- 
lar, use the cleaning cycle of self-cleaning ovens during the low demand period of 5 p.m. through 
9 a.m. 

Use your air conditioning efficiently. In general, set the thermostat between 75 & 78 degrees 
when you are home, but set it for about 80 degrees before you go out. If you are not home dur- 
ing the day & if your thermostat has a timer, before you leave for work, set the thermostat on 
80 & set the timer so that the temperature will be reduced to 78 or 76 about an hour or so before 
you return home. Be sure to close any openings around window air conditioning units, & be 
sure to keep filters in window units & central units clean. 


Eleven Ways To Reduce Energy Consumption & Increase Comfort in Household Cooling, 
published by Office of Consumer Affairs & NBS, has additional tips for saving energy—which 
means saving money. You can order the booklet for 30¢ (check or money order payable to Super- 
intendent of Documents) by writing to Consumer Product Information, Pueblo, CO 81009. 


If a brownout or blackout occurs 


Though you & your family can adapt to the inconvenience of a brownout or blackout, your 
appliances may not be able to adjust. This is because some appliances—particularly older models 
—are not designed with built-in protection against changes in voltage in the case of a brownout 
or against sudden loss of power at the beginning of a blackout & sudden gain at the end. So 
either a brownout or blackout can put a strain on appliance motors, causing damage that requires 
repairs or replacement. 


To avoid motor repairs or replacements resulting from possible power shortages this sum- 
mer, be alert for brownouts or blackouts & take precautions to protect your appliances. 


One sign of a brownout is a flickering or fading or “browning” of the lights. If the television 
set is on, you will notice the picture getting smaller. You may also hear a loud droning or hum- 
ming in the motors of your heavier appliances. 


Local weather conditions can often warn you that a brownout may occur so keep up with 
local radio weather reports. Days of high heat & humidity put a strain on air conditioning in 
stores, offices, factories & other buildings as well as houses & apartments. The rule of thumb 
is something like this: The greater the heat, the higher the demand for air conditioning, 
the greater the chance of a power failure. Additional strains on the power supply occur (1) when 
there is a sudden demand for electricity in early evening when persons are preparing meals, 

(Continued next page) 
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New Federal publications 


The following are available from Consumer Product Information, Pueblo, CO 81009. Make check 

or money order payable to Superintendent of Documents. 

Don’t Leave It All to the Experts (handbook designed to stimulate environmental action by citizen 
groups), published by Environmental Protection Agency; #060A; 55¢. 

First Facts About Drugs (information on over-the-counter, prescription & drugs of abuse), publish- 
ed by Food & Drug Administration; #124A; 25¢. 

Floor Polish & Floor Care, published by General Services Administration; #145A; 45¢. 

Groups That Can Help (list of national non-profit organizations that can provide information on or 
help with environmental problems), published by Environmental Protection Agency; #061A; 
25¢. 


Ladders (selection, proper use & maintenance), published by General Services Administration; 
#147A; 45¢. 


Brownouts (continued) 


turning on the television set for news programs & adjusting air conditioning controls to make the 
home cooler & (2) when there is an extra demand for electricity in another city or state; such 
demand can lead to a power reduction or a power failure for a whole region because of the in- 
terconnections of electric power systems. 


When you first become aware of a brownout, turn off major appliances: air conditioning, 
tv sets, washers, dryers, water heaters, dishwashers & ovens. (National Bureau of Standards 
also suggests that you help to conserve energy during a brownout by having few lights burning 
& by avoiding use of small appliances, such as fans & hair dryers.) When you are sure full 
power is back, you may safely turn on your appliances. 


If there is a blackout, there is nothing you can do for your appliances other than cutting 
off all except the refrigerator & freezer. In the case of these 2 appliances, the most important 
thing you can do is avoid opening them. Frozen food should keep without electricity for 24 
hours. If power returns after being off more than 24 hours, check for thawed food; either 
cook it immediately or throw away. 
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